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WHAT  PRICE-QUALITY? 

UT  along  the  highways  of  our 
careers  we  pass  one  by  one  the 
milestones  which  make  our  lives. 
With  passing  time  and  growing 
experience  we  realize  the  value 
of  the  old-time  faith  in  such 
things  as  quality — character — value. 

Riper  knowledge  has  shown  us  that  many 
of  the  things  which  attracted  us  in  more  youth- 
ful days  were  gaudy,  flimsy  tinsel. 

Cheapness  no  longer  means  an  incentive  to 
buy,  unless  value  marches  hand  in  hand  with 
the  bargain. 

As  we  analyze  the  fame  of  nations,  people 
and  products  we  find  that  always,  where  this 
elusive  goddess  has  been  captured,  the  basis 
for  the  award  of  merit  has  been  Character. 


These  Pages  are  Printed  on  our  “ Bard  of  Aeon  * White  Laid  80  lb. 


THE  CREST 


Quality  existing  in  people  and  products, 
while  not  always  self-evident,  is  the  “sine  qua 
non”  of  value. 


Quality  is  beyond  price,  for  no  man  knows 
the  extent  to  which  favorable  impressions  are 
multiplied  because  of  its  use.  These  effects — 
definite,  valuable,  certain — although  beyond 
the  field  of  actual  measurement,  are  always 
attendant  upon  quality  and  do  not  figure  as  a 
basis  of  any  purchase  price.  They  are  a bonus, 
free  to  the  man,  who,  knowing  their  existence, 
demands  always  the  value  of  quality. 


FOCH’S  PHILOSOPHY 


THIS  is  my  philosophy  of  action:  Every 

time  you’ve  a task  before  you  examine 
it  carefully;  take  exact  measure  of  what 
is  expected  of  you.  Then  make  your  plan,  and 
in  order  to  execute  it  properly,  create  for 
yourself  a method.  Never  improvise.  The 
fundamental  qualities  for  good  execution  of  a 
plan  are,  first,  naturally,  intelligence;  then 
discernment  and  judgment,  which  enable  one 
to  recognize  the  best  methods  to  attain  it; 
then  singleness  of  purpose;  and,  lastly,  what 
is  most  essential  of  all,  namely,  will — stubborn 
will.  — Marshall  Foch 
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Its  the  inside  text  which  should  lice  and  pulse  with  your 
message — 

But  its  the  front  elevation  which  suggests  the  feast  inside . 


W' 


OKS 

'HAT  will  my  house  look  like?” 

Then  the  Architect  shows  you  a 
floor  plan  and  a sketch  of  the  front 
elevation  and  you  see  the  windows,  walls,  door- 
ways, etc.,  as  it  will  appear  to  yourself  and  the 
passerby. 


The  front  cover  to  your  booklet,  catalogue, 
folder,  etc.,  is  the  front  elevation  of  your  message. 
It  should  speak  welcome.  It  should  show  such 
an  attractiveness  as  will  make  the  prospective 
reader  want  to  enter  through  the  portal  and 
enjoy  the  inside  pages.  It  should  always  be 
appropriate  to  the  subject  in  colour  and  finish. 
A bright  red  colour  hardly  goes  with  a suggestion 
of  cool  attractive  shade  porches;  but  if  you 
were  selling  something  which  is  a part  of  winter 
warmth,  comfort  and  fireside  cosiness,  that 
would  be  different. 
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Of  course,  everyone  appreciates  all  these 
points.  Yet,  frequently  in  the  rush  of  prep- 
aration, or  because  of  lack  of  knowledge  at  the 
moment  as  to  where  complete  suggestion  could 
conveniently  be  seen,  the  choice  of  a cover 
paper  is  made  in  a hurry  and  after  the  work  is 
completed  there  is  found  a paper  or  cover  stock 
which  would  have  been  more  appropriate. 

The  new  and  extensive  line  of  “Made  in 
Canada”  cover  shows  a large  range  of  colour, 
and  three  weights  of  stock,  also  four  finishes — 
ripple — antique — linen — plate.  The  cover  on 

this  issue  of  the  Crest  is  “Made  in  Canada” 
cover  paper.  Examine  the  Printing,  Embossing, 
Texture,  etc. 

<r*o 

Two  farmers  met  after  church  and  had  this 
conversation : 

“I  hear  you’ve  sold  your  pig?” 

“Yes,  sold  him  last  Thursday.” 

“What  d’ye  get?” 

“Eight  dollars.” 

“What’d  cost  ye  to  raise  it?” 

“Paid  three  dollars  for  the  shote,  and  five 
more  for  the  feed.” 

“Didn’t  make  much,  did  ye?” 

“No,  but  I had  the  company  of  the  pig  all 
summer.” 

— The  Informant. 


METHODS,  WHEREBY  OTHERS 
MAKE  COLLECTIONS— EASILY 
AND  PROMPTLY 


WHEN  one  has  worked  as  if  their  back 
would  break  to  land  an  order  and  then 
after  Herculean  efforts  to  make  deliveries 
as  required,  when  one  has  done  this,  it  seems 
only  fair  that  collections  should  “be  easy” 
and  arrive  “when  due.”  It  is  not  always  so. 

Frequently  thirty  days  begins  to  drag  and 
look  more  like  a generation  or  so  than  the 
“prompt  payment”  which  had  been  promised. 
A small  amount  on  account  reaches  such  pro- 
portions in  desire  that  it  rivals  the  original 
hope  of  landing  the  order  itself.  Just  here  is 


where  a series  of  collection  letters  enters  in  to 
speed  up  the  sluggish  movement.  The  use  of 
such  low  cost  collection  agents  as  part  of  the 
regular  routine  has  been  established  by  many 
concerns  as  valuable  beyond  measure. 

Proper  division  as  to  type  of  appeal  is  gen- 
erally made  and  actual  wording  is  frequently 
changed  and  the  number  for  follow  up  in  any 
series  varies  according  to  the  need  of  the  firm 
and  type  of  business  with  which  it  has  to  deal. 

Collection  letters  generally  make  their  appeal 
on  some  or  all  of  the  following  lines. 

The  best  known  is  of  course  the  demand  or 
threat  letter,  perhaps  effective,  but  not  always 
conducive  to  continued  friendly  relations. 

Then  there  is  the  reminder  type,  which  works 
along  the  lines  of  “Have  you  forgotten  us?’» 

The  uniform  difficulties  of  business  suggest 
the  “mutual  necessity”  appeal — “You’ve  made 
money  out  of  our  product.”  “We  need  money 
to  make  more  product.” 

Frequently  an  appeal  to  humour  has  given 
quicker  reaction  than  any  other.  We  all  re- 
member the  various  requests  built  up  around 
the  fact,  which  every  housewife  knows,  that 
“even  dust  settles.” 

Then  there  are  occasions  when  urgent 
necessity  demands  prompt  payment  and  an 
appeal  for  almost  sympathy  has  to  be  made. 
Generally  the  “Have  a heart”  or  “Can  you 
make  an  exception  for  once”  style  of  request 
is  used  under  these  conditions. 
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Of  course,  there  are  many  variations  of 
presentation  possible  and  all  appeals  are  very 
adaptable  to  requirements.  The  fact  is  certain, 
however,  that  good  collection  letters  are  a 
source  of  very  considerable  profit. 

We  know  of  one  firm  which  was  so  successful 
in  this  line  that  a number  of  people  postponed 
payments  purposely  in  order  to  collect  the  whole 
series  of  letters.  The  action  of  the  company 
showed  their  right  to  a leading  position  in  such 
matters.  When  this  condition  was  recognised 
a new  letter  was  added,  and  when  a certain 
point  was  reached,  which  proved  the  customer 
“slow  pay”  it  was  despatched  and  read  somewhat 
as  follows: — 

“Don’t  wait  until  we  threaten  to  sue,  pay  us 
now  and  by  return  we’ll  send  you  copies  of  the 
whole  series  of  collection  letters,  if  that  is  what 
you  are  waiting  for.” 

THE  RENAISSANCE 

IN  1441  printing  was  discovered.  At  that 
time  the  past  was  a vast  cemetery  with 
hardly  an  epitaph.  The  ideas  of  men  had 
mostly  perished  in  the  brain  that  produced 
them.  The  lips  of  the  human  race  had  been 
sealed.  Printing  gave  pinions  to  thought.  It 
made  it  possible  for  man  to  bequeath  to  the 
future  the  riches  of  his  brain  and  the  wealth 
of  his  soul.  When  people  read  they  begin  to 
reason,  and  when  they  reason  they  progress. 

— Robert  G.  Ingersoll. 


TELLING  IT  ALL  AT  ONCE 


Why  Make  the  Impression  and  Miss 
the  Opportunity? 

IN  the  consistent  study  and  in  the  im- 
pressions received  by  casual  observation 
of  what  other  manufacturers  are  doing  to 
hold,  develop  and  increase  sales  and  profits, 
it  has  been  noticeable  that  recent  endeavours 
are  more  and  more  featuring  the  booklet  and 
folder  in  general  publicity.  Of  course  the  desire 
to  get  the  complete  or  near  complete  sales  story 
in  the  mind  of  the  prospect,  at  the  time  of  in- 
terest, when  he  or  she  is  reading  publication 
advertising,  or  at  the  point  of  contact  in  the 
dealer’s  shop — is  the  reason. 


One  manufacturer  of  electric  devices  is  featur- 
ing a whole  rack  full  of  small  Booklets  covering 
every  phase  of  his  product  of  interest  to  buyers 
and  displaying  these  on  the  dealer’s  counter. 
Others  have  concentrated  their  whole  publicity 


effort  around  a Booklet,  a “Book  of  Instruction,” 
a “human  interest”  Catalogue,  or  a Portfolio 
or  Brochure  “de  luxe,”  to  get  the  offering  and 
its  advantages  all  at  one  time  in  the  hands  of 
the  prospect.  Again,  we  find  the  “send  for 
booklet”  suggestion  growing  in  use,  along  with 
a convenient  and  suggestive  coupon  to  make 
the  request  still  easier  to  send. 

In  all  endeavours  to  use  the  booklet  of  more 
than  folder  consistency  the  cover  both  as  to 
design  and  stock  is  important. 

The  choice  of  cover  papers  for  contrasting  or 
harmonizing  effects,  with  inside  text  pages  and 
the  use  of  end  leaves  of  lighter  weight  than  cover 
which  add  such  touch  of  quality  to  the  feel  and 
appearance  of  the  booklet  all  affect  the  result 
for  better  or  for  worse. 

An  envelope  to  match  the  cover  of  the  light 
weight  cover  stock  greets  the  recipient  with  an 
impression  that  here  is  something  out  of  the 
ordinary  run. 

For  the  four-page  folder  and  various  broad- 
sides efforts,  the  colour  possibilities  offered 
in  the  lighter  weights  of  cover  stock  need  be 
hardly  more  than  suggested,  they  are  so  appro- 
priate. 

Nor  is  the  work  of  the  booklet  dependant 
only  on  general  publicity.  It  has  also  a direct 
way  of  its  own — “Direct  by  Mail.” 

Energy  and  persistence  conquer  all  things. 

— Benjamin  Franklin. 
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A REPLY  TO  A BIG  QUESTION 


WHAT  do  you  mean  you’re  in  the 
Advertising  Business,”  a friend  asked 
the  other  day.  “I  thought  you  were 
just  a printer  and  only  interested  in  such  things 
as  Paper,  Type  and  Presses.” 

Well  it  wasn’t  raining  and  it  wasn’t  Thursday 
and  the  friend  was  not  ready  to  give  enough 
time  to  get  a complete  answer  to  his  query,  so 
reaching  across  the  desk  we  picked  up  a recent 
copy  of  Printers’  Ink  and  read  aloud  the  main 
captions  of  that  issue  prefacing  our  recital  with 
the  remarks — “Amongst  many  other  things, 
in  addition  to  intricate  technical  knowledge, 
the  advertising  business  covers  such  contacts 
and  interests  as  are  touched  upon  by  these. 
You  will  note  the  breadth  of  its  field.  You 
will  see  the  need  for  vision,  and  you  will  under- 
stand that  advertising  covers  much  more  now- 
adays, than  merely  an  “ad  in  the  paper.” 

To  begin  with  here’s  the  president  of  a great 
railway  company  suggesting  how  “big  business” 
can  get  a square  deal  from  the  public  by  using 
advertising  to  correct  misinformation  in  the 
minds  of  the  people. 

A few  pages  further  on  we  find  that  the 
Investment  Bankers  Association  vote  a big 
campaign  to  educate  the  public  in  the  proper 
handling  of  savings  and  surplus  money  to 
counteract  the  crooked  and  successful  efforts, 
causing  millions  and  millions  of  loss,  used  by 


Yes! — It  Covers  a Broad  Field 


stock  selling  and  blue  sky  promoters.  Next 
we  find  that  advertising  presents  a new  angle 
so  that  an  apparently  worn  out  subject  again 
successfully  interests  the  public  and  “worked 
out”  claims  become  new  “pay-streaks.” 

Another  advertising  effort  investigates  the 
possibility  of  selling  a Bank’s  Saving  Department 
and  finds  that  it  is  more  successful  to  sell  a 
definite  objective  in  such  advertising  than 
it  is  to  sell  merely  the  idea  of  thrift. 

Looking  further  we  find  that  an  analysis 
and  market  survey  of  electrical  sales  is  covered 
in  a way  that  offers  suggestion  to  other  lines. 
Of  course  advertising  men  must  be  able  to 
write  sales  letters  and  it  is  found  that  studying 
the  layout  makes  them  more  effective,  removes 
the  drab  appearance  from  form  letters,  and 
increases  returns. 

The  advertising  man  has  proved  his  worth 
in  financial  affairs  by  aiding  in  the  sale  of  bonds 
to  the  small  investor  who  has  become  a big 


factor  in  bond  flotations,  says  a partner  of 
J.  P.  Morgan  & Co. 

The  need  of  craftsmanship  in  the  handling  of 
language  is  essential.  Words  arouse  interest 
as  well  as  price  and  pictures.  Not  only  must 
the  advertising  man  understand  the  use  and 
handling  of  paper,  type  and  presses  but  he  must 
know  the  fundamental  conditions  of  many 
lines  of  trade.  He  must  study  these  in  their 
broad  economic  aspect  as  well  as  in  the  con- 
centrated line  of  attack  for  any  one  product. 
We  find  this  exemplified  in  the  notice  of  a con- 
vention called  for  the  purpose  of  reducing  selling 
costs. 

How  to  make  things  appeal,  how  to  feature 
them  before  markets  where  that  appeal  will  be 
effective,  and  how  to  make  these  thoughts 
appeal  by  the  use  of  correct  mediums  and 
means  of  transportation,  and  above  all  to 
produce  sales  at  a profit,  these  are  all  part 
of  daily  advertising  work. 

Better  be  a bit  careful  and  see  that  your 
visualization  of  the  advertising  man  is  as  broad 
as  the  field  he  is  actually  covering  for  his  ex- 
perience in  successfully  selling  bonds  may  bring 
a new  thought  to  a manufacturer,  who  has  not 
worked  in  the  financial  field,  and  aid  him  in 
the  sale  of  tin  cans  or  whatever  the  manu- 
facturer’s particular  pet  product  may  be. 

Few  things  are  impossible  to  diligence  and 
skill.  — Johnson. 


THE  TREE  OF  KNOWLEDGE 

There’s  Golden  Fruit  in  Mutual  Confidence 


WE  met  a printer  the  other  day  who  greeted 
us  as  was  his  wont  but  showed  signs  of 
being  rather  disgruntled  at  the  affairs 
of  the  world  in  general  and  at  the  printing 
business  in  particular. 

“What  do  you  think  of  this,”  he  began, 
“Here  I am  asked  to  quote  in  competition  by 
a good  customer  on  his  catalogue — Look  at 
these  sample  sheets.  The  buyer  tells  me  that 
these  are  typical  of  the  balance  of  the  work, 
which  will  run  some  250  to  300  pages.  Here 
are  20  loose  torn  out  sheets.  Now  what  am  I 
going  to  do? 

“This  particular  customer  who  has  no  thorough 
knowledge  of  the  printing  business  would  like 
a definite  price  so  that  he  can  judge  his  catalogue 
possibilities  accordingly.  Am  I to  guess  or 
take  for  granted  that  his  catalogue  page  by 
page  will  develop  as  he  thinks  it  will? 

“I’ve  been  in  the  Printing  Business  40  years 
and  I have  never  yet  seen  a prospective  job  of 
this  nature  develop  closely  to  what  is  outlined 
in  the  beginning.  And  good  customers  are  a 


rarity  who  will  appreciate  even  an  explanation 
that  a small  looking  differentiation  in  page  layout 
may  greatly  increase  the  price.  And  as  luck 
nearly  always  has  it,  that  is  from  the  poor 
printer’s  point  of  view,  changes  which  are  re- 
quested seem  to  be  always  of  the  more  ex- 
pensive kind.  I know  it  is  hard  to  expect  any 
man  to  believe  that  in  a page  of  metal  type  it 
might  cost  more  to  substitute  a dash  for  a comma 
than  it  would  be  to  change  a line.” 

We  really  couldn’t  offer  much  to  cheer  up  the 
printer  because  we  know  that  few  products, 
purchased  to  such  an  extent  as  printing,  are 
bought  with  such  little  knowledge  on  the  part 
of  the  purchaser.  Good  reasons  there  are  why 
this  is  so;  in  as  much  as  printing  in  all  its 
angles  represents  pretty  closely,  with  changing 
methods  and  machines,  a life  study. 

We  always  feel  that  few  buyers  themselves 
would  make  a firm  bid  on  the  construction  of 
a house  with  no  further  specifications  than  that 
it  was  to  be  three  stories,  built  of  brick  and  to 
contain  nine  rooms. 

Any  buyer  of  printing  can  reassure  himself  in 
his  work  with  good  printers  that  when  points 
of  issue  are  not  understood  the  printer  will 
gladly  put  the  explanation  in  words  easily 
understood  by  the  laity. 

We  would  suggest  that  frequently  the  best 
handling  of  a situation  similar  to  the  above 
would  be  to  call  in  your  printer  and  let  him 
co-operate  in  the  preparation  of  the  proposition 
from  the  very  beginning.  Should  it  be  felt  that 


other  prices  are  necessary,  few  printers  of 
standing  will  object  to  the  getting  of  other  prices, 
as  a check,  provided  of  course  the  printer  had 
not  presented  sketches  or  constructive  ideas 
which  were  essentially  his  own  and  which 
he  gives  with  the  idea  of  rendering  service  in 
order  to  obtain  the  work.  This  represents 
such  treatment  as  one  would  like  for  oneself 
and  if  in  the  case  of  competitive  bids  the  printer 
who  co-operated  was  slightly  higher,  would  he 
not  deserve  the  contract — for  he  has  probably 
saved  considerable  money  for  the  buyer  as  a 
result  of  his  co-operation? 

Before  leaving  our  printer  friend  we  suggested 
that  selling  effort  on  the  part  of  printers  by  the 
above  plan  would  be  helpful  to  the  industry 
as  a whole. 

And  we  could  not  let  the  opportunity  pass 
without  suggesting  that  there  is  a Beaver  “S” 
Super-Calendared  paper  of  a very  fine  type 
for  catalogue  work.  Although  of  course  owing 
to  the  use  for  which  it  is  made  it  cannot  be 
watermarked,  but  it  may  always  be  obtained 
by  specifying  Beaver  “S.” 

A MISUNDERSTANDING 

Blackstone — I have  a noiseless  typewriter 
in  my  office,  now. 

Webster — Better  marry  her,  old  chap,  be- 
fore she  quits  her  job! 

— Judge. 
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Quality  articles  are  made  for  people  who  are 
tired  of  the  extravagance  of  cheap  things. 

— Exchange . 


* * * 

THE  ART  OF  LIVING 

“So  you’re  an  artist,  hey?”  How  are  you 
able  to  live  on  a job  like  this?” 

“Well,  that’s  just  the  art  of  it.” 

— Houston  Post. 

* * * 

You  don’t  have  to  be  in  the  “mail-order” 
business  to  make  profitable  use  of  the  mails  in 
promoting  sales. 

— The  Shield. 

* * * 

“What  sort  of  man  is  Peckton?” 

“Put  him  with  a crowd  of  men  and  he’s  as 
red  blooded  as  anybody.” 

1 see. 

“But  his  wife  selects  his  hats.” 

— Birmingham  Age-Herald. 

* * * 

No  profit  goes  where  no  pleasure  is  ta’en; 
In  brief,  sir,  study  what  you  most  affect. 

— Shakespeare. 


These  Pages  are  Printed  on  our  ** Bard  of  Avon”  White  Laid  80  lb. 


WHY  NOT  GET  FULL 
VALUE 


>HE  artist,  the  engraver,  and  the 
printer,  all  contribute  to  the  value  of 
the  cover,  but  the  actual  cover  paper 
itself  lends  colour,  harmony  or  con- 
trast to  inside  pages,  and  should  be 
appropriate  to  the  subject  in  colour,  weight, 
finish  and  texture. 


Get  full  value  for  your  folder,  broadside  or 
booklet  by  giving  thought  to  covers.  Favour- 
able impressions  are  part  of  your  profit. 

Your  printer  will  be  glad  to  show  you  samples 
and  dummies  of  these  “Made  in  Canada”  covers 
manufactured  by  ourselves  which  are  less  expen- 
sive than  their  quality  and  assortment  would 
indicate. 


In  case  of  catalogue  and  price  list,  wear  and 
tear  in  service,  as  to  strength  and  soiling,  should 
be  considered. 


Tear  off  and  send  to  your  printer, 
when  time  is  appropriate 


IN  connection  with  a 

FOLDER  BOOKLET  BROADSIDE 

we  are  planning,  we  would  like  to  see  samples  of 
“Made  in  Canada”  cover — as  advertised  in  The 
Crest  of  the  Howard  Smith  Paper  Mills,  Ltd., 
showing  the  various  colours,  weights  and  finishes. 


UU  can  use  Made  m 
Canada”  covers  and  with 
the  advantage  of  the 
three  weights  have  an  envelope, 
to  match  your  booklet,  made  of 
a lighter  weight  than  the  cover 
of  your  message. 

You  will  note  that  such  is 
the  case  with  this  mailing  of 
The  Crest. 


It  will  match,  that’s  certain 
and  the  booklet  in  such  a con- 
tainer arrives  - “de  luxe.  ” 


